This article aims to analyze different types of Social Networks, its purpose, success and evolution, and also its advantages for people and businesses in particular in Real Estate mediation in Portugal. This article includes some research related to the use of Social Networks and its relationships with Real Estate. First the social networks and issues related to investment and Marketing relations are analysed, structured and classified, and it is also analysed the Real Estate business. Then there are presented some statistics based on data according to Social Networking use in Real Estate companies in Portugal and in particular, the use of Facebook. Finally, some conclusions of this study are presented and highlighted the main limitations of this research as well as some recommendations for future studies. According to statistics made by Real Estate companies in Portugal, in a universe of 3231, and given a sample of about 500 companies in the Real Estate business, 15% have their own sites and in these, Facebook subscription is over 12%, 4% on Twitter, 1% on LinkedIn, and no more than 1% on YouTube. By Adding and adapting technologies and new trends like Social Networks and using the Internet, we can expect a better understanding of consumers and new ways of doing business and new business opportunities. There are few articles referring to Social Networks and Real Estate and in Portuguese reality this is even more uncommon. This kind of researches should be more frequent and compared, when possible, with other countries and other situations.
Introduction
Lately, there has been a growing investment of companies in social networks on the Web (SNW), favored by an economic stagnation, where organizations seek to direct its investment in marketing and advertising into channels with lower-cost and easy measurability with the advantage of a more direct contact with consumers.
Social networks on the Web (SNW) seem to offer a new source of contacts, promotion and business opportunities. On the other hand, social networks like computer media and Internet are facilitators of the use of information and communication in sectors such as Real Estate. For all these reasons we consider leverage all available resources and investigate them in order to learn how can they support the Real Estate (RE) business.
Due the its use and purpose SNW are becoming important. Its use differs from the pure fun and contact with others, or the understanding and opinions of peers on topics, services or products.
According to Jornal de Negócios in its issue of March 11, 2011, rent trends seem more attractive for consumers face the chances of purchasing and the larger property areas the better.
New approaches to business can be considered in these hard times and so, regarding purchase or lease in Real Estate (RE), social networks or other technological tool can be critical in times of recession.
The Real Estate sector is made up of thousands of small and medium companies, with a small number of workers per firm. However, regardless of company size, there is a significant benefit in using social networks in business processes, given the efficiency and relevance of these new digital media. For small businesses, the use of these tools allows market expansion, improves customer relationships and promotes costs reduction. However, small businesses do not have the technological structure or specialized resources to handle and manipulate these new technological tools and, according to Ball (2011) , they do not have formal policies for using social networking.
The potential of social networks is associated with its ability to reduce costs and create efficiencies in business processes of organizations, both in terms of communication with the customer either in knowledge or in organization management. So, this article aims to analyze the different types of social networks, its purpose, success and evolution and usefulness for people and for business. Additionally, it is necessary to understand the trends and utility to Real
Estate companies and what their customers can withdraw in these networks and, on the other hand, get a cost-effectiveness perspective of this kind of activity supported by SNW.
Social networks on the Web (SNW)
Social networks are a dynamic process, a high effective communication tool with a fundamental need of consumers involvement (Internet Advertising Bureau (IAB), 2010), helping organizations to communicate the offers of their latest products, content and exclusive events, enabling a communication one-to-one to a huge audience like never before.
Social networks do not reflect a significant technological advance, but only one kind of technological application, expressed in a different way, never done before, a new phenomenon so called social media (IAB, 2010) . What is genuinely new is the interconnection of people, not only among themselves, but, fundamentally, through a common interest.
Characterization of Social Networks on the Web
There are a small number of well-known networks who entered into the life of approximately 1.7 billion Internet users from 216 countries (CIA, 2009) . Note that in 2009, according to the CIA, 5168 million people used the Internet in Portugal, more than half of the population, which shows a strong use of the Internet in this country. In 2010, in Portugal, about 56.4% of Internet users had acceded to social networks, from these more were women with more weight for the female sector with a presence of 60.7% women versus and only 52.3% of men (UMIC, 2010) and in 2011, there were 59% of Internet users in Portugal and 3 million people were connected into SNW, as reported by Marktest Consulting (2012) .
Over the last 5 years, the major existing social networks currently on the Web have changed among themselves regarding the top positions in the ranking of the networks most commonly used. Right now Facebook is the social network that has higher expression worldwide. LinkedIn has over 100 million subscribers worldwide. Assuming the position 13 as trafficking (Alexa, 2011 ) is a network more suited for professional contacts.
Orkut, network connected to Google, started in 2004, with higher expression in Brazil and India. According to Araújo (2006) 
Characterization of social media by functionality and use
Given the number of existing platforms (and that arise every year), an effective way of categorizing the tools of social media is through their intended functions and its potential use as shown in Table 1 . Firms can perceive what direction to take with this kind of frameworks. Source: Elefant, C. (2011, p. 4-5) 
Social networks and the relationship with Marketing and Communication
The Internet and social media are terms that define several activities that integrate technology, social interaction and content creation. Some forms include blogs, micro blogging, podcasting, RSS feeds, social networks, wikis and virtual worlds. However, for most users, social networks are summarized to Facebook, Twitter, LinkedIn and Youtube, although this site has different characteristics than the previous. Despite its diversity and multiple applications, the key to social media is interaction.
Social networks are changing the way businesses, customers and employees interact, providing new opportunities for marketing. A brand needs to provide a positive experience to the customer, preferably a personal experience and nothing better than a personal interaction with customers through social networks.
On the other hand, the creative use of social networking allows us to create innovative marketing campaigns, facilitating the business of real estate (Karmin, 2011) . However, concerning small business owners who are contemplating the use of social networks, question is to know if the time spent in this activity is really going to translate into sales (Ball, 2011) .
Today, Facebook is a landmark in the community of social networks and in the online process of consumer choice, plays an important role in spreading the organizations brand. Nowadays, there are some companies monitoring and selling information picked up through SNW (Stair and Reynolds, 2011) .
According to the study conducted by ExactTarget (2010)  Is informed about the business (34%);
 Receive updates about future products (33%).
Given this reality, it is no wonder that companies also want to have a presence in these interactive spaces provided by the Internet, which are regarded by companies as an additional communication channel, where the level of popularity, the scope, the level of return and reduced investment emerge as the main attraction (Calé, 2010) .
If social networks are a great way that companies have to publicize their brand and advertise valuable content for their customers, it is essential that companies are informed about where are their customers talking, and what are they talking about, regarding those companies.
According to a study by the SAS and the Harvard Business Review (Business Wire, 2010), more than half of the companies that responded to the survey of social networks use, only a quarter know where their customers are talking about them. The study also concludes that only 29% of respondents follow and gather customer's opinions online, while 23% agree that social networking helps them monitor their clients talk, only 18% claim to be able to identify the positive and negative comments about themselves.
This means that most companies do not have a defined policy for the use of social networks.
The definition of such policy should consider not only the procedures related to companyconsumer interaction, but also aspects related to the abuse of employees at work in the use of social networks and the appropriate measures for the protection of copyright and intellectual property of the material exposed in social networks (Fowler, 2011) . There are, in fact, security issues by allowing employees to communicate in a non-regulated manner with others outside the organization (Branch Networks, 2010) .
In addition to the new opportunities offered by communications and marketing social networks other situations emerge, new legal and compliance issues, so there is a need to implement new rules. Some of the best practices, according to Fowler (2011) , include: listen and measure; conduct market research through Facebook; involve management; enable the participation of all employees; monitor compliance processes.
Investment return on social networks
According to a study of Engagementdb.com (2009) performed with the most valuable brands in the world, there is a direct correlation between the financial performance of those companies and the degree of involvement in social networks, that is, most companies involved in social networks have a higher financial success. This socialization entails a great interaction with others, promoting discussions and responding to issues raised during the talks.
It is not by chance that, according to a study conducted by Cone Inc. company (Anonymous, 2010), most respondents say that they feel a great connection with a brand if they can interact through a digital way, or has a greater propensity to buy products or services from a company if they can interact with the company through new media (SNW).
While some argue that we should not develop a social media plan unless it has an appropriate metric for ROI (Darlington, 2010) , others argue that the real ROI is almost incalculable because feelings and perceptions are not easily quantified (DeGraide & Sawyer, 2010) . For these authors, organizations who can implement effective policies of social networks will be better positioned in the near future, than organizations that choose to ignore or make an effort not significant in the context of SNW.
Some organizations do not value the ROI as key factor in the investment of social networks, concerned primarily with its reputation among users of such networks and use this as a measure of reputation and success metrics of economic justification for their investments (Morrissey, 2010 ). Hoffman and Fodor (2010) propose that managers forget the traditional ROI, valuing investments in marketing and calculate the return in terms of customer response and start by considering the motivations of consumers on use of social networks and investments they make as they will increasingly involved with the company's brands.
Real Estate mediation
This sub-topic refers the characteristics of Real Estate in general and somehow their relationship with social networks and also describe the characteristics surrounding the Real Estate market in Portugal. Thus, we try to frame these issue regarding general and particular characteristics of mediation in Portugal.
Brief characterization of Real Estate mediation
The real estate market is, by definition, very localized, and is characterized by being a market segmented and stratified (Tosh & Powell, 1991) . Another attribute of this market is related to its dependence on economic cycles, which are a function of supply of existing capital in the financial markets, changes in population, excess supply and other factors.
As the information is not perfect in Real Estate, ie, sellers and potential buyers do not have the same type of information, it is necessary that a third party (real estate agent) can provide information to sellers and buyers in exchange for a commission on the sale price of the property (Winkler, Jud, & Wingler, 2007) .
The transactions in the housing market are characterized by a process of obeying emotional decision (Tosh & Powell, 1991) , whereby the creation of marketing campaigns through the effective and innovative use of social networks, could play a decisive role in the buying process.
The real estate market in Portugal
According The focus on diversifying the portfolio of properties is a characteristic that crosses all companies, and according to (APEMI, 2011) , in April -May 2011, over 80% of companies operating in more than one market segment and only 18.9% focuses only in one segment.
Real Estate and construction sector are not in their best period, even now with Europe recover, Portugal still doesn´t give signs of improvement in the construction area, declining around 10% or more (EUROSTAT 2012a).
In the present time, economic situation in Europe, and particularly the economic and social context of Portuguese society, are the cause of many obstacles that affects negatively Real Estate activity, namely the reduction of bank credit and rising interest rates, the decrease in the purchasing power of households, the instability of the job market and the value of bank evaluations (APEMIP, 2011).
The impact of social networks on Portuguese Real Estate market
In 2010, in Portugal, about 56.4% of Internet users adopted SNW, with more weight to the female sector with a presence of 60.7% of women versus 52.3% of men (UMIC, 2010) . Portugal is the country where most Internet users are accessing social networks. In terms of numbers, in Portugal, 75% of Internet users post messages on social networks (EUROSTAT, 2012b).
Social networks and Real Estate mediators in Portugal
According to APEMIP in June 2011, the amount of mediators in Portugal was 3231 spread over 18 districts on the mainland and two in the autonomous regions of Madeira and the Azores.
Given the difficulty on collecting data related to Portugal Real Estate companies which have their own websites and those who are using social networks, there have been two approaches using three sources of information to try to suppress this lake of information.
As a first approach, it was extracted a sample from 49 Real Estate enterprises from the website of Imobiliariasnet.com. It was found that 19 had no website of its own, although they could use other sites for publicity, such as the Yellow Pages, SAPO, or other HotFrog. From the analysis of these enterprises it was obtained the following results: Although statistical studies require greater coverage, this results are not very encouraging, since the level of the websites scenario, the websites owned by Real Estate enterprises are not very optimistic and even more insignificant when it refers to SNW. It seems that majority of RE mediation enterprises do not own a website and thus induces to perceive they do not use SNW.
Facebook in Portugal
Given the importance that Facebook takes in the panorama of social networks in Portugal, it is important to present some statistics on use of social networking among Portuguese Internet.
According to In terms of brands with more followers, the results are as follows:  Over a third (37%) of users already use Facebook for professional purposes;
 91% of respondents who "like" the brand on Facebook pages consider them credible;
 Over two thirds of respondents claim they consult websites of the following brands on
Facebook, but not on a regular basis.
From the results presented above, it appears that Facebook is one of the networks most used in Portugal, not only for its communication features and entertainment, but also as an important means to companies / brands to advertise their products / services and interact with their customers / consumers.
Conclusions
Companies from several sectors, regardless of size, discovered social networks as a mean for direct promotion of their products and / or services to their potential customers. For small and medium businesses, the use of social networks allows market expansion, improves customer relationships and reduces costs. SNW let, in a situation of economic stagnation as the one we are witnessing today in Portugal, reduce costs and create efficiencies in business processes of organizations, becoming a tool for marketing and advertising at low cost and easy measurability.
Portugal is the country where most Internet users accessing social networks. In terms of numbers, in Portugal, 75% of Internet users post messages on social networks (EUROSTAT, 2012b ).
The analysis of data collected in this investigation shows that the Portuguese Real Estate mediation enterprises are very little directed to the use of social networks and thus get no benefits of these new platforms to promote their business among the millions of users that use the social networks in their day by day and, as data presented above, are followers of specific brands that are present in their networks.
In a sample of 500 companies, only 12% use Facebook, 4% use Twitter, 1% go for LinkedIn and less than 1% prefer Youtube in implementing their marketing strategy (disclosure, promotion, marketing and client access). Meanwhile, according to all data collected, it seems that enterprises make a little use of corporate websites on Real Estate mediators firms and in particular, in companies that are not franchised.
A justification for this "lack of knowledge" of the power of SNW in terms of marketing strategies and the potential benefits that can be obtained, may be related to the lack of awareness to this issue. In this perspective, it becomes urgent further studies that can lead us to a better understanding of the Real Estate sector and the potential of the Internet and particularly SNW, in order to get a possible boost to this sector.
Limitations and recommendations
One of the biggest difficulty faced in conducting this investigation was the weak or almost nonexistent scientific literature on the role of social networks in the Real Estate sector, both international and national. It will be necessary to analyze all 3231 companies for a better and significant approach.
Future developments in this subject should involve several surveys of mediators and their customers in order to try to measure the advantages and disadvantages of the use of social networks in this sector. An important contribution to understand this reality involves the comparison of statistics and studies in other countries.
